Considering the widespread use of social networking sites (SNSs) and the sudden shift of Filipino SNS usage from Friendster to Facebook, this paper examines five factors that affect user intentions to switch SNSs. By surveying switchers from Friendster to Facebook in the Philippines, satisfaction, alternative attractiveness, and social influence were significant factors affecting switching intent.
Introduction
Beginning with Classmates.com, several SNSs have been developed, and with the rapid boom of the Internet, SNSs have become more than a fad and have moved into the cultural mainstream. SNSs are increasingly attracting the attention of academic and industry researchers intrigued by their use and reach [6, 30, 32] . Many studies have focused on the adoption of SNSs and how users behave and interact with friends in SNSs [12, 17, 26, 27] .
Although the adoption and acceptance of technologies is important in the information systems (IS) field, Zhang et al. [33] 
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As the definition of Boyd and Ellison [8] on SNS only speaks of the profile that the users are able to create, and not the effects of that profile and the interactions with other users, Allen [4] Alongside this evolution is the growth of researchers' interests that made possible various studies in different areas. In the field of Psychology, SNSs take a significant part in developing user identity particularly in emerging adults. Steinfield et al. [26] suggested that SNSs like Facebook help reduce barriers that lower self-esteem students might experience in building their social network and thus, making it a source of bridging social capital.
Gonzales and Hancock [12] also argued that in contrast to previous work on Objective Self-Awareness, becoming self-aware by viewing one's own Facebook profile enhances self-esteem rather than diminishes it. In relation to these researches on the role of SNSs in user identity development, questions on how these sites affect the users' online and offline activities were also answered through various studies. When it comes to computer- Customer switching intention and behavior has been studied extensively by marketing researchers. Traditionally, researchers have focused on consumer switching between frequently purchased consumer products and these studies usually examine the impact of marketing practices [31] . Factors that affect switching behavior were also identified in various studies. Keaveney [13] classified eight general categories of customers' reasons for switching services. These categories included inconvenience, service failures, and competition.
Ping [24] research was one of the early studies that addressed switching behaviors be- 
The Philippine Case of Friendster vs. Facebook
The shift of SNS users in the Philippines has also made this topic ripe for exploration which added more meaning in pursuing this study. The blogs and news recently all said the same thing : "Add me on Friendster!" was a likely way to end a conversation with, whether between old friends or newly acquainted people. In fact, the Philippines had over 13 million active Friendster users, more than any other country in the world [18] .
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Friendster was one of the most popular social networking sites in Asia. Launched in 2002, it was designed as a dating site to help friends-of-friends meet. As Friendster's popularity surged in the U.S., it was said that the site encountered technical and social difficulties [6] .
However, as it began to fade in the U.S., Goldberg [11] announced that instead of packing its bags and leaving, Friendster was alive and thriving in Southeast Asia, particularly in the Philippines, Singapore, Malaysia, and Indonesia. Apart from its personalization feature in creating profiles, the testimonials were the number one attraction. Users would usually receive messages from their friends after they had posted a testimonial for them, asking for a testimonial in return; "It was an unwritten rule," as mentioned in Lapeña [20] . Extensive research and studies have been made regarding user satisfaction, and various definitions are given. In this study, we defined satisfaction as "the users' cumulative impression of a firm's service performance" [29] .
Next to the relationship based on customer loyalty, user satisfaction has been identified as a reliable predictor of customer switching in a variety of industries. In fact, satisfaction/ dissatisfaction greatly influences customer switching behavior [14, 24] . Satisfaction was also used as the mediating variable on switching intention [4] and a dependent variable to measure the success of information systems [9] . In this study, we will focus on the direct effects of the user level of satisfaction with the current SNS on the intention to switch. As low levels of satisfaction will result in increased user switching intent [4] , the more the user is dissatisfied with Friendster, the more likely the user is to switch to Facebook.
H1 : User satisfaction with the current SNS (Friendster) is negatively related to switching intention.
Burnham, Frels, and Mahajan [7] defined switching cost as the one-time cost that customers associate with the process of switching from one provider to another. There are diverse sub-factors associated with switching cost; in this study, we conceptualized switching cost as the overall procedural cost required for the user to switch from one SNS to another. If switching costs are low, then users will be tempted to switch SNSs readily.
In contrast, with an increase in switching costs, consumers are likely to manifest a "false loyalty" [3] and it is also assumed that a customer's willingness to change or switch SNSs will be reduced. Thus,
H2 : User perception of switching cost is negatively related to switching intention.
There is a fine line between switching cost and investment. Although most studies include investment in switching costs, investment is differentiated in this study as the extent and importance of the resources attached to the relationship with the current website [19] . Ping [26] 
H3 : User investment is negatively related to switching intention.
Alternative attractiveness constitutes, simply, the positive features, both utilitarian and hedonic, of the alternative SNS (Facebook).
These features include games, applications, profile pages, the chatting system, and other functionalities. Antón et al. [5] stated that the degree of subjective knowledge of better alternatives is a basic condition for repurchasing or, conversely, for relationship termination. As unattractive alternatives keep customers from defecting from their current services [15] , attractive alternatives can motivate the customer's intention to switch. Keaveney [15] reported that attraction by competitors is one of the eight reasons that drive customers to switch
services. Thus, if a user finds features in
Facebook to be more attractive and effective than Friendster's, then it is more likely that the user will switch to Facebook.
H4 : Alternative attractiveness of the competing product (Facebook) is positively related to switching intention.
Previous studies have looked at social influence as analogous to the subjective norm construct incorporated in the Theory of Planned Behavior [1] . Ajzen [1] defined it as the, "Perceived social pressure to perform or not to perform the behavior." As users adapt their attitudes, behaviors, and beliefs to their social context, support from influential others, such as friends, has always been found to have important impacts on user behavior [20] .
An innovation creates uncertainty about its expected consequences for potential adopters.
With this uncertainty, individuals feel uncomfortable and will, thus, tend to interact with their social network for consultation [20] .
Put simply, if the user switched SNSs because of the influence of the user's friends and special others, then it is logical to provide H5.
H5 : Social influence is positively related to switching intention.
Measures used in this study are from existing studies and were modified for the SNS context. <Table 1> shows a summary of all the measured items used and references.
A pilot survey was conducted with 17 participants. The participants answered an online questionnaire containing close-ended questions using a 7-point Likert scale with ranks 1 (strongly disagree) to 7 (strongly agree)
and a few open-ended questions. We modified the statements of some items to clarify the meaning of the items. After finalizing the survey items, Filipinos who had experience in us- [24]
Switching cost 3
On the whole, I spent a lot of time, money, and effort to switch SNSs. All things considered, I lost a lot in changing SNSs. Generally speaking, the cost in time, money, effort, and grief to switch from Friendster to Facebook was high.
[24]
Investment 3
Overall, I had put a lot of pictures and other personal things in Friendster. A lot of energy, time and effort had gone into building and maintaining my profile page in Friendster. Much of my investment in Friendster is unique (i.e. irreplaceable memories, testimonials and photos).
Alternative attractiveness 3
Facebook's services are better than Friendster's. I am ____ satisfied with the services and service quality available from Facebook than those provided by Friendster. In general, I am ____ satisfied with Facebook than/as I am with Friendster.
Social influence 3
All of my friends were using Facebook, which is why I felt that I should use it too. People who influence my behavior think that I should use Facebook.
My friends think that I should use Facebook.
[20]
Switching intention 3 I considered switching from Friendster to Facebook. I intended to use Facebook more often in the future. I was determined to switch to Facebook. 
Results and Discussion
Along with the responses, the hypotheses of the study were tested using multiple regression and the results are shown in <Table 4>. Users also said that Facebook was more user-friendly, and the fact that so many people were using Facebook made it easy for users to connect and search for their friends.
Social influence was also found to have a big role in influencing user switching intention, especially in young adults who were the majority of our respondents. Additionally, switching cost and investment were not found to be significant. These results are consistent with those of previous reports, including that of Ping [24] , which notes that switching costs were minimal in the online environment, having little or no effect in user switching 
